This research aims to investigate the mediating role of innovation in the relationship between marketing orientation and business performance of the banking industry. Data were collected through a questionnaire from directors and deputies at Sina Bank branches in Tehran. Reliability of the questionnaire before distribution was calculated based on Cronbach's alpha method and necessary corrections were made. Structural equation modeling was used to analyze the data. The results indicated that there is a significant relationship relationship between market orientation and business performance with regard to the role of mediator of innovation and tendency to learn in branches of Sina Bank in Tehran. There is a significant relationship between market orientation and business performance, with regard to the role of mediators of innovation and tendency to learn in Sina Bank branches in Tehran. There is a significant relationship between market orientation and tendency to learn, there is a significant relationship between market orientation and innovation. There is a significant relationship between tendency to learn and innovation; there is a significant relationship between innovation and business performance; mediator innovation is the relationship between market orientation and business performance. Tendency to learn is the mediator between innovation and market orientation. Moreover, the results show that there is no significant relationship between market orientation and business performance. The most intense relationship is related to market orientation and tendency to learn while the weakest is observed between market orientation and business performance with regard to mediating role of innovation and the tendency to learn.
Introduction
Performance is one of the most important constituents of the case in management research; it is undoubtedly the most important criterion for measuring success in business firms [18] . Business performance is defined as the success of a firm in achieving organizational goals related to growth in sales, profitability, and market share. Business performance is structured in two dimensions. One dimension is the objective function that includes financial and market-based factors such as profitability, market share and return on investment. Next, a performance judge that includes factors that focus on customers and employees such as service quality, customer satisfaction, and employee satisfaction [7] . Considering the importance of business performance, many models including Mahmoud et al. [10] have examined the factors affecting business performance. The studied factors in the present stucy are innovation, market orientation, and tendency to learn. Innovation is a value-added activity that stimulates performance and business growth [15] . Innovation is recognized as a powerful empowerer for the organization. Innovation can not only improve the optimal use of existing resources as well as the productivity and potential value of the organization, but can also result in intangible assets in the organization. Innovative companies will be successful due to responding to customer needs and improving new capabilities that allow them to achieve superior or more profitable performance [16] . Innovation is considered as an important force for the development of companies and improving their performance. Innovation ability is the most important determinant of performance [17] . The market orientation is known as a degree for the organization to access and use information from its customers as well as to develop and implement a strategy that meets the needs and aspirations of its customers [13] . Strong market orientation along with strengthening the efforts to deliver higher value to the customer will result in a competitive advantage and profitability over competitors. Market orientation increases the performance of an organization in terms of return on investment, profit, sales volume, market share, and sales growth [18] . The tendency to learn is a virtue that guides corporate behavior, processes for access to diverse information, the development of a shared understanding of information obtained by the company and the production of new knowledge or new organizational insights in the company [10] . The more business learning is promoted in the enterprise, the higher will be business performance through improving the technical skills and knowledge of employees in the organization [12] . Banks are financial institutions that collect assets from a variety of sources and allocate them to sectors that need liquidity. Therefore, banks are the vital artery of each country. Due to the entry of private banks into financial markets, the demand for a variety of banking services has also increased dramatically. Banks seek to use a variety of ways to improve their performance in attracting customers to succeed to increase market share and profitability. In this regard, the present research tries to answer whether market orientation can have a significant impact on business performance of Sina bank branches in Tehran with regard to the mediating role of innovation.
Theoretical Foundations
Business performance: business performance is called by different names, such as operational performance management, organization performance management, or performance management; but all have one meaning: a group of processes aimed at directing business performance through careful analysis as well as organization and automation of principles, standards, and business systems. A business strategy is to help organizations to maximize the use of their resources (human resources and material resources) and, in a more effective and time-efficient way, produce goods and services. How can organizations measure and evaluate performance? Performance is a broad concept that includes productions of a company and the areas with which it interacts [1] . Performance is an indicator that measures the way an organization or institution realizes its goals [6] .
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Importance of Market Orientation:
The role of marketing orientation as a prelude to business performance has been widely addressed in various fields. Marketing orientation is the operational guidance of the marketing concept and it is used to improve business performance. Through the marketing orientation, organizations are able to operate the concept of marketing [5] . Marketing orientation allows companies to develop their ability to collect and process their market information. This ability increases organizational innovation, and this innovation also increases business performance [14] .
Literature Review
Farouk et al [3] conducted a research titled "HRM practices and organizational performance in the UAE banking sector: The mediating role of organizational innovation". This research aimed to examine the impact of human resource management (HRM) practices on organizational performance in the banking sector in the United Arab Emirates (UAE), to test the mediating impact of organizational innovation on the HRMorganizational performance relationship, and to test HRM practices as mediator of the relationship between innovation strategy and organizational innovation. Data were collected from 168 managers working in UAE banks. Results found that organizational innovation fully mediates HRM-organizational performance link. Moreover, with the existence of innovation strategy, HRM mediates the relationship between innovation strategy and organizational innovation. In 2015, Omri conducted a research title "Innovative behavior and venture performance of SMEs: The moderating effect of environmental dynamism." The purpose of this paper is to explore the relationship between innovative behavior and firm performance to determine empirically whether managers' innovative behavior affects directly or indirectly on firm performance through innovative output. A proposed conceptual model is tested with the moderating effects of environmental dynamism. An empirical study tests the conceptual model of a multiindustry sample of Tunisian small and medium-sized enterprises. Empirical findings reveal that innovative behavior acts on innovation output thus having a positive and significant effect on business performance. In "Gaining competitive advantage, improving business performance through customer orientation, differentiating innovation and market distinction in selection of Private Banks of Mazandaran Province", Ismaili and Garmroodi Moghadam [8] conducted a research to examine achieving competitive advantage, improving business performance through customer orientation, differentiating innovation and market differentiation in a selection of private banks in Mazandaran province. This research was a descriptive survey that 400 questionnaires distributed among non-probable-class customers. It was defined by structural model and analyzed using LISREL software. Results of the research showed that customer orientation has a positive and significant effect on innovation and marketing. In addition, innovation and marketing have a positive and significant impact on business performance.
Research Methodology
This correlation is an applied research in terms of its objective, survey in terms of data collection method, and descriptive in terms of method. The statistical population of the research is Sina Bank branches in Tehran with 62 branches. In the present study, samples of the population are selected for finite population. The sample size was obtained by the Cochran formula. Simple random sampling method has been used for this research. Since Sina Bank Branches were study case of this research, researchers distributed the questionnaire among the managers and deputies of each branch considering the fact that the method of data collection was through questionnaires. With regard to 54 branches as a sample, 108 questionnaires were distributed; all questionnaires were collected. To evaluate the validity of the tool, two methods of construct validity using factor analysis as well as formal and content validity have been used. Cronbach's alpha coefficient is used to determine the reliability of the questionnaire. Cronbach's alpha is a credit factor that reflects the positive correlation of a set together. Cronbach's alpha is calculated in terms of the mean of internal consistency among questions that measure a concept. The more Cronbach's alpha is closer to 1, the greater the reliability of internal consistency. In this method, if alpha coefficient is less than 0.6, its validity is considered weak, range of 0.7 is acceptable and more than 0.8 is considered good. 
Research Findings 5.1. Description of Research Variables
According to Figure 1 and Table 1 , it is observed that innovation variable has the minimum value of 1.60, the maximum value is 5.00, the mean is 3.45, the standard deviation is 0.75377, and the variance is 0.568. Moreover, it is observed that market orientation has the minimum value of 1.50, the maximum value is 5.00, the mean is 3.50, the standard deviation is 0.72030, and the variance is 0.519. According to Figure 1 and Table 1 , it is observed that variable of tendency to learn has the minimum value of 1.64, the maximum value is 5.00, the mean is 3.46, the standard deviation is 0.73562, and the variance is 0.541. Moreover, it is observed that business performance has the minimum value of 1.40, the maximum value is 5.00, the mean is 3.69, the standard deviation is 0.78835, and the variance is 0.621. 
Normality Test
In choosing a test, it must be decided whether to use parametric tests or nonparametric tests. One of the main criteria for this selection is the KolmogorovSmirnov test. Kolmogorov-Smirnov test shows the normal distribution of data. In other words, it compares distribution of an attribute in a sample with a distribution assumed to the community. If the data has a normal distribution, then there is a possibility of using the parametric test, otherwise a nonparametric test should be used. After analyzing by SPSS in the output of the Kolmogorov-Smirnov test, if the test was significant (significance level was less than 0.05), it means that the distribution is not normal and a nonparametric test should be used. Therefore, parametric tests cannot be used if the result of this test is not significant. Table ( 2), it is observed that the significant level obtained for the Kolmogorov-Smirnov test in relation to the research variables is less than 0.05. Thus, research variables have normal distribution.
Inferential Statistics
Due to few number of sample sizes, structural equation modeling with partial least squares approach (PLS) and Smart PLS software are used to test the hypotheses. Data analysis will be performed according to data analysis algorithm in partial least squares method that includes two parts of "fit of the model" and "testing research hypotheses". Before entering the data analysis stage, the titles allocated to the research variables were described in Table ( 2). 
Research Model Fit
The fitting of the model is performed out in three parts of the measurement model, structural model and general model. It examines the extent to which research model is compatible with the data collected from the statistical sample. After verifying the fit of the model, the researcher is allowed to examine and test the research hypotheses. After obtaining data about the variables, PLS software provides the final model of the research that covers most of the analysis, in the form of Figure 1 for the estimation of standardized coefficients and Figure 2 for the t significance coefficients. All analyzes and fitting of measurement, structural and general models, and hypothesis testing are performed based on these outputs. 
Research Measurement Models Fit
In order to study the fit of the model, three indicators of reliability, convergent validity and divergent validity are used. Indicator reliability is measured by three factors: factor load factor, Cronbach's alpha, and composite reliability.
A. Factor Loads Coefficients
Factor loads are calculated by calculating the correlation between the indices of a construct and the construct itself. Value of 0.5 for these coefficients confirms that variance between the construct and their index is greater than the variance of the error of measuring of the construct; hence, reliability of this model is acceptable. As observed, load factor values are greater than 0.5 in all constructs. Therefore, the reliability of measurement models is acceptable, which indicates the fitting of the model of measurement.
B. Cronbach's Alpha and Composite Reliability
According to the data analysis algorithm in partial least squares method (PLS), it is now time to study the Cronbach's alpha coefficients and composite reliability. Cronbach's alpha coefficients and composite reliability of the constructs represent the ratio of variance between each construct and its indices to the total variance of the construct. The reliability coefficient above 0.7 is known as acceptable. The results of the study of reliability coefficients are presented in Table (5) . According to the results seen in Table 5 , all factors have acceptable composite reliability coefficients. Cronbach's reliability coefficient is also acceptable. Therefore, it can be concluded that the research questionnaire has a good reliability. As a result of the suitability of the measurement model, it is also confirmed. Table 6 . As seen in the table, the AVE value for all constructs of the model is in a rate less than 0.5, thus the convergent validity of the model and the fitting of the measurement models are confirmed. In order to show the independence of the concepts used in the study, Fornell and Larcker, divergent validity has been used; the results are presented in the following table.
As shown in Table 7 , the value of the AVE square (numbers on the main diameter) for all the latent variables of the research is greater than the correlation between them and other variations; this indicates divergent validity of the measurement models. 
Structural Model Fit
In accordance with the algorithm for data analysis in the PLS method, after fitting the measurement models, it is time to fit the structural model of the research. In this section, R-Squares criterion is used to fit the structural part.
R-Square Criterion
R2 is a criterion for linking the measurement part to the structural part of the model and shows the effect that an exogenous variable has on an endogenous variable. The values of 0.19, 0.33, and 0.67 were introduced as weak, moderate, and strong R2 values respectively. The results of this criterion are presented in Table 8 . 
Q2 Criterion
The Q2 benchmark is introduced by Stone and Casey (1975), which outlines the predictive power of the model. They believe that models with acceptable structural fit should have the ability to predict indices related to the model's intrinsic constructs. The Q2 value must be calculated for all of the model's intrinsic constructs. The Q2 values for all of the in-model variables are presented in Table 9 . 
Redundancy Criterion
Redundancy is the last criterion to measure fitness in the structural part. This criterion represents the amount of variability in the indices of an endogenous construct that is affected by one or more external constructs. It is calculated by multiplying R2 values in communalities. The values of the redundancy of the intrinsic variables of the research are visible in Table 10 . The average values of the redundancy of the intrinsic models in this study were 0.342. The benchmark for this criterion has not been quantified and is only considered for the GOF benchmark calculation.
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General Model Fit
The fit of a general model is evaluated based on the GOF criterion. Regarding the average of the communalities of the construct (first order communalities of the construct) and the mean of R2 for all the intrinsic constructs of the model, GOF value for the general fit of the present research model is:
According to the three values of 0.01, 0.25, and 0.36, as weak, moderate, and strong values, value of 0.613 for GOF indicates a strong overall fit of the research model.
Hypothesis Testing
A significant coefficient determines significance of the effects of variables, and confirmation / non-confirmation of research hypotheses. Moreover, the standardized coefficients of the paths also determine the effect of the variables on each other. Before examining the research hypotheses, the coefficients of indirect paths in the model will be studied. Depending on the results of the indirect path analysis, it is clear that indirect impact of market orientation on business performance through tendency to learn and innovation is equal to 0.152. Moreover, indirect impact of market orientation on business performance through innovation is equal to 0.222.
Main hypothesis: there is a significant relationship between market orientation and business performance with regard to the mediating role of innovation and the tendency to learn in Sina Bank branches in Tehran.
According to the structural model of the research, in the case of significant coefficients, the amount of t-statistics corresponding to paths of market orientation with tendency to learn, tendency to learn with innovation, and innovation with business performance are out of range (-1.96 & 1.96). Thus, the research hypothesis is accepted. Besides, the relationship between market orientation and business performance with respect to the mediating role of innovation and tendency to learn in Sina Bank branches in Tehran is equal to 0.152. In addition, results indicate that the direct relationship between market orientation and performance is not met; hence, innovation and the tendency to learn have a full mediating role.
First secondary hypothesis: there is a significant relationship between market orientation and business performance.
According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and business performance is within the range (-1.96 & 1.96). Therefore, the hypothesis is not accepted. Second secondary hypothesis: there is a significant relationship between market orientation and tendency to learn.
According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and tendency to learn is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and tendency to learn is also equal to 0.899. 
Third secondary hypothesis: there is a significant relationship between market orientation and innovation.
According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and innovation is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and innovation is also equal to 0.456. According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of tendency to learn and innovation is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between tendency to learn and innovation is also equal to 0.348. According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of innovation and business performance is out of the range (-1.96 & 1.96) . Therefore, the hypothesis is accepted. Ratio of relationship between innovation and business performance is also equal to 0.487. Sixth secondary hypothesis: innovation is a mediator in the relationship between market orientation and business performance.
According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and innovation is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and innovation is also equal to 0.222. Moreover, since the direct relationship between market orientation and business performance has not been verified, innovation has the full mediating role in the relationship between market orientation and business performance. Seventh secondary hypothesis: tendency to learn is a mediator in the relationship between innovation and market orientation.
According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and tendency to learn is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and tendency is also equal to 0.313. Moreover, since the direct relationship between innovation and market orientation has not been verified, tendency to learn has the full mediating role in the relationship between innovation and market orientation. 
Conclusion
Main hypothesis: there is a significant relationship between market orientation and business performance with regard to the mediating role of innovation and the tendency to learn in Sina Bank branches in Tehran. According to the structural model of the research, in the case of significant coefficients, the amount of t-statistics corresponding to paths of market orientation with tendency to learn, tendency to learn with innovation, and innovation with business performance are out of range (-1.96 & 1.96) . Thus, the research hypothesis is accepted. Besides, the relationship between market orientation and business performance with respect to the mediating role of innovation and tendency to learn in Sina Bank branches in Tehran is equal to 0.152. In addition, results indicate that the direct relationship between market orientation and performance is not met; hence, innovation and the tendency to learn have a full mediating role. This result is consistent with research by Mahmoodi et al [11] and the effect of their research was 0.13, which is less than the present study. First secondary hypothesis: there is a significant relationship between market orientation and business performance. According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and business performance is within the range (-1.96 & 1.96). Therefore, the hypothesis is not accepted. This result is consistent with research by Mahmoodi et al [11] because they rejected this hypothesis. However, it is not consistent with the findings by Haji Hosseini and Noorzad Moghadam [7] because this hypothesis has been confirmed by them. Second secondary hypothesis: there is a significant relationship between market orientation and tendency to learn. According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and tendency to learn is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and tendency to learn is also equal to 0.899. This result is consistent with research by Haji Hosseini and Noorzad Moghadam [7] ; impact factor of their findings was 0.78, which is less than the present study.
Third secondary hypothesis: there is a significant relationship between market orientation and innovation.
According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and innovation is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and innovation is also equal to 0.456. This result is consistent with research by Mahmoodi et al [11] ; impact factor of their findings was 0.48, which is more than the present study. Moreover, it is in line with the findings by Ismaili and Garmroodi Moghadam [8] while impact factor of their findings was 0.37, which is less than the present study. Fourth secondary hypothesis: there is a significant relationship between tendency to learn and innovation.According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of tendency to learn and innovation is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between tendency to learn and innovation is also equal to 0.348. This
Published by ECSDEV, Via dei Fiori, 34, 00172, Rome, Italy http://ecsdev.org result is consistent with research by Mahmoodi et al [11] ; impact factor of their findings was 0.31, which is less than the present study. Fifth secondary hypothesis: there is a significant relationship between innovation and business performance. According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of innovation and business performance is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between innovation and business performance is also equal to 0.487. This result is consistent with research by Mahmoodi et al [11] ; impact factor of their findings was 0.37, which is less than the present study. Moreover, it is in line with the findings by Haji Hosseini and Noorzad Moghadam [7] while impact factor of their findings was 0.23, which is less than the present study. Sixth secondary hypothesis: innovation is a mediator in the relationship between market orientation and business performance.According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and innovation is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and innovation is also equal to 0.222. Moreover, since the direct relationship between market orientation and business performance has not been verified, innovation has the full mediating role in the relationship between market orientation and business performance. It is in line with the findings by Haji Hosseini and Noorzad Moghadam [7] as impact factor of their findings was 0.18, which is less than the present study. It is also consistent with research by Mahmoodi et al [11] ; impact factor of their findings was 0.17, which is less than the present study. Seventh secondary hypothesis: tendency to learn is a mediator in the relationship between innovation and market orientation. According to the structural model of the research, in the case of significant coefficients, it is observed that t-statistic between two variables of market orientation and tendency to learn is out of the range (-1.96 & 1.96). Therefore, the hypothesis is accepted. Ratio of relationship between market orientation and tendency is also equal to 0.313. Moreover, since the direct relationship between innovation and market orientation has not been verified, tendency to learn has the full mediating role in the relationship between innovation and market orientation. This result is consistent with research by Mahmoodi et al [11] ; impact factor of their findings was 0.20, which is less than the present study. Considering the significance of the relationship, there is a meaningful relationship between market orientation and tendency to learn. Based on the market orientation indicators, it can be stated that employees' satisfaction survey index has less efficiency in proportion to their performance [14] . In this regard, it is recommended to pay attention to employees' opinion about various work processes and service types in meetings. By organizing regular meetings with staff, Staff comments about customers in different units of the organization are shared. Therefore, staff satisfaction will increase.
